In this research, the authors examine members' decisions to continue using social networking sites. Site use leads to the growth of social relationships, increased volume of site traffic, and an accumulation of user-generated contents; hence, it is imperative to the long-term success of social networking sites. Drawing on the Theory of Consumption Value, we develop a research model to examine the key values that members derive from networking sites. This model systematically identifies functional, social, epistemic, emotional, and conditional values and contends that these values influence members' continued site-use decisions. In addition, the research model captures the major determinants of the five value constructs as stemming from networking service attributes, member personalities, website designs, and computing environment. The research model was empirically validated through survey data collected from social networking site users, and the analysis results provided strong support to the hypothesized relationships. The current study generates new knowledge on the literature of social networking sites; it also sheds light on site management for networking service providers.
I. INTRODUCTION
Social networking sites have prospered since the recent years [Cheung and Lee, 2010] . Boyd and Ellison defined networking sites as online services that allow members to create personal profiles, establish connections, and browse their friends profiles [Boyd and Ellison, 2007] . These websites offer an open platform for individuals to interact with one another and to manage interpersonal relationships. Millions of Internet users are now affiliated with one or more networking sites. Academia has recognized the significance of social networking sites. Several research streams exist, yet less is known as to what motivates online users to use these sites. New knowledge in this regard is imperative to the long-term sustainability of social networking sites. First, site use gives rise to online users' engagement in social interactions through activities such as profile browsing, comments exchange, and reciprocation of mutual favors, ultimately leading to the growth and expansion of cross site social networks [Jia, Zhao, and Lin, 2010] . Second, site use boosts the volume of site visits and traffics, allowing service providers to successfully attract advertisers for higher advertising revenues. Third, individuals who engage in site use are likely to create user-generated-contents (UGCs) such as photos, videos, and blogs. UGCs contribute to the wealth of an online community and subsequently attract new members. Increasing network externalities for economies of scale allows social networking sites to propagate their business model for greater success. To sustain the success of a social networking site, it is important, therefore, that online users continuously use the site to maintain its vitality. Despite the strategic importance of site use, recent studies confirmed that online users had started reducing their use and even abandoned social networking sites [della Cava, 2010; Swearingen, 2008] .
The current study answers the following research question: What affects members' decision to continue using a social networking site? New knowledge in this regard will help service vendors develop strategies that successfully promote site use. Drawing on Theory of Consumption Values (TCV), we develop and validate a research model that provides a preliminary answer to this question. This research makes a twofold contribution. The main contribution of this research article is an integrated and empirical examination of the key consumption values that affect members' continued use of social networking sites. Through the lens of TCV, we identified a wide spectrum of values that members derive from using networking services and subsequently influence their continued site use. While prior studies have examined several of these values, their examinations are significantly limited in a number of ways. First, none has surveyed the perceived values in a systematic and integrated manner. Most studies examined only a small set of the value components and neglected the other imperative ones. Second, due to the incomplete selection of the values constructs, the existing literature missed the opportunities to understand the relative strengths of the varying perceived values in cultivating end-user behavior. Third, a majority of the prior studies have been limited to descriptive or conceptual discussion and modeling. As a consequence, the real impact of the value constructs on individual behavior was not found. To this end, our article makes a noticeable contribution as it is among the first to survey and test the key value constructs following an established theoretical framework (i.e., TCV). Unlike prior studies that provided fragmented findings on the value constructs, we offer empirical findings that provide a holistic and integrated view of the major value constructs with their actual and relative impacts on members' use of social networking sites. In this study, we introduce social image as an important value construct for the first time to the literature on social networking studies. We are also the first to empirically validate the actual impacts of value constructs such as learning and social image on members' continued use of networking sites.
The second contribution of this article is the extension of TCV to reveal the major sources of influence on userperceived consumption values. While TCV recognizes the multifaceted nature of consumption values of a system or product, it does not capture the antecedents to these values. As a result, TCV is significantly limited in its ability to offer actionable guidance for information system designers who are keen to enhance system values. In this study, we synthesize existing literature that pertains to social networking sites and highlight the core factors that shape user perceived values of networking sites. By surveying 222 users of social networks such as Facebook, MySpace, and Friendster, we confirmed that the networking service attributes (e.g., critical mass and information quality), personal traits (e.g., social conformity and value of privacy), website design features (e.g., social presence), and the computing environment (e.g., Internet risk) jointly molded an online user's perceived values in using a networking site. These findings provide a rich account of the stimuli to the value perceptions. Consequently, the current study provides directions for networking service vendors to encourage site use through properly managing these factors that shape users' value perceptions of social networking sites.
II. LITERATURE REVIEW AND THEORETICAL DEVELOPMENT Prior Studies in Social Networking Site
To date, a number of research streams exist in the domain of social networking sites [Boyd and Ellison, 2007] . One stream of research has examined site user self-presentation, impression management, and reputation management. Boyd conducted an ethnographic fieldwork on Friendster to study individuals' presentation of self and the status quo of presentation accuracy [Boyd, 2004] . Marwick summarized the typical strategies that individuals adopted in constructing creative profiles, along with the impacts of these strategies on the collection of business intelligence [Marwick, 2005] . Others have explored the typology of social networks and their development. Through an examination of 362 million messages by 4.2 million Facebook users, Golder, Wilkinson, and Huberman [2007] analyzed the network structure of social relationships as well as the temporal rhythm of relationship expansion. Based on 30,773 user profiles, Lampe, Ellison, and Steinfeld [2007] investigated the associations between member profile attributes and the development of friendships at Facebook. Studies have also been conducted to understand self-disclosure behavior at social networking sites. In the application of the Facebook newsfeed controversy, Xu, Parks, Chu, and Zhang [2010] conceptualized the potential impact of information control and trust on information disclosure behavior. By surveying eighty users, Lo [2010] tested the role of risk and trust in members' willingness to offer personal information at networking sites. Further research has explored the derived values of social networking sites and argued their potential impacts on members' site use. Studies have discussed values such as usefulness [Chen, Chen, Lin, and Chen, 2011; Qin, Kim, Tan, and Hsu, 2009] , pleasure and arousal [Wang, Xu, and Chan, 2008] , playfulness [Sledgianoski and Kulviwat, 2008] , utilitarian and hedonic value [Wu, 2009] , information value and relational value [Hu and Kettinger, 2008] , and usefulness and enjoyment [Kim, 2011] . While these studies have enriched our understanding, their limitations must be noted. First, none has surveyed the perceived values in a systematic manner. Most studies examined only a small set of the value components and neglected the other imperative ones. Second, due to the incomplete selection of the values constructs, the existing literature missed the opportunities to understand the relative strengths of the varying perceived values in cultivating end-user behavior. Third, a majority of the prior studies have been limited to descriptive or conceptual discussion and modeling.
Theoretical Background
Theory of Consumption Value (TCV) is a theory that explains how consumers judge and use a specific product or service [Sheth, Newman, and Gross, 1991] . TCV synthesizes existing findings in economics, sociology, psychology, marketing, and consumer behavior, and it is applicable to individual choices involving a full range of products and services, both tangible and intangible. In its essence, TCV posits that (1) consumer choice decision making is influenced by multiple consumption values, (2) the consumption values make differential contributions in any given choice situation, and (3) the consumption values are independent [Sheth et al., 1991] . TCV identifies five major consumption values which influence consumer choice attitude and behavior and these values are functional value, social value, emotional value, epistemic value, and conditional value. These values are consistent with various components of models developed by Maslow [1970] , Katona, Strumpel, and Zahn [1971] , Katz [1960] , and Hanna [1980] . TCV has been used recently in the field of information systems to investigate phenomenon such as online purchase [Kim, Koh, and Lee, 2009] , mobile auction use [Tang and Forster, 2007] , and e-government adoption [Hsu and Chen, 2007] .
TCV is suitable to the studies of social networking sites. Social networking represents one of the most noticeable services that individuals use during their Internet engagement. A 2010 Nielsen report found that social networking service was the fourth most popular online service [Nielsen, 2010] . Social networking sites such as Facebook and MySpace attract millions of online users each year, and they provide free services to the members who rely on these sites to manage their personal networks. Social networking sites share similarities with traditional platforms wherein a consumer's choice always involve a purchasing decision (e.g., to buy or not buy), but also significantly differ from the latter. Due to the zero cost associated with site use, members are able to fully experiment a given social networking site and obtain direct use experience by trying its available features. This opportunity allows site members to assess the complete spectrum of consumption values in TCV. For traditional platforms, however, consumers are restrained with their abilities to evaluate a product or service before a final purchase is made. Even for products with free trials, they are often configured with an incomplete set of features available for trial usage; therefore, consumers become incapable of developing comprehensive perceptions of the consumption values. Sheth et al. suggests that it is not always practical for a study to examine all five consumption values as the actual choice situation may be driven by a smaller set [Sheth et al., 1991] . As a result, social networking sites provide an appropriate research context to apply TCV in its full capacity.
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Several research frameworks have been employed in the prior studies of social networking sites (see Table 1 ). While they bring in unique perspectives, they omit the fundamental decision factors (i.e., perceived consumption values) in members' continued use of networking services. Perceived consumption values constitute the basic use experience and enable the subsequent decision-making process. An improved understanding of the key consumption values also supports the application of the alternative theoretical frameworks. The application of Technology Acceptance Model (TAM), for example, functions on site usefulness which assesses the level of site support (i.e., values) in performing tasks such as the management of personal networks, quest for information, and pursuit of enjoyment. Similarly, the application of Expectation Confirmation Theory (ECT) assesses the extent of expected consumption values being realized during members' site use. Unfortunately, none of the prior studies has systematically analyzed the main consumption values of networking sites, and their surveys of the consumption values were often oversimplified or incomplete. As a consequence, applications of the alternative theoretical frameworks were unsuccessful, and prior findings were inadequate. In this article, we consider TCV as the underlying theoretical underpinning in the exploration of the core set of consumption values that members perceive. The findings allow us to understand what the major consumption values are within the current research context and how they contribute to members' continued use of networking services. Qin et al., 2009 Combination of Theory of Reasoned Action (TRA), Technology Acceptance Model (TAM) and TAM2 Wang et al., 2008 Technology Acceptance Model (TAM) Sledgianoski and Kulviwat, 2008 Technology Acceptance Model (TAM) Wu, 2009 None Hu and Kettinger, 2008 Expectation-Confirmation Theory (ECT), Social Exchange Theory, Social Capital Theory, and Flow Theory Kim, 2011 TRA, TAM, and ECT Chen et al., 2011 TAM and ECT Other studies have borrowed from multiple theoretical frameworks. The lack of an overarching research framework renders the selection of research variables and the establishment of the hypotheses questionable. To this end, TCV provides a parsimonious theoretical framework to investigate the current phenomenon. Richards noted that "a parsimonious theory is more straightforward, more likely to be internally consistent and easier to connect with reality than a complex theory that ties numerous concepts together in many different ways. … Because it is simpler, it is more likely to be internally consistent, and easier to connect with reality" [Richards, 1998] . As a consequence, the application of TCV allows researchers to uncover the primary drivers of members' use of networking services without the likelihood of leading to ambiguous or equivocal predictions. In this article, therefore, we adopt TCV as the preferred theoretical lens in our study of members' continued use of social networking sites.
III. RESEARCH MODEL AND HYPOTHESES
Drawing on TCV, we develop a research model that explains individuals' use of a social networking site. Figure 1 suggests that users are motivated to use a networking site with an attempt to achieve functional value, social value, emotional value, epistemic value, and conditional value. The research model also underlines, among others, networking service attributes such as critical mass and information quality, individual personality traits such as social conformity and value of privacy, website design such as social presence, and computing environment such as Internet risk are the imperative antecedents to users' perceived values. These antecedents are highlighted in the literature for their relevance to the respective value constructs.
In this study, attitude refers to an individual's positive evaluative affect about using a social networking site. Through the use of networking services, members develop their attitude toward the service which, over a period of time, results in a positive or negative judgment [Kang and Kim, 2006] . Expectancy Value Theory (EVT), also known as Theory of Attitude, suggests that attitude is developed based on subjective assessments about beliefs and values and that attitude leads to behavioral outcomes [Fishbein, 1961] . In line with EVT, we expect that one's attitude predicts his or her behavioral choice of using a social networking site.
H1: Attitude will positively relate to site use.
TCV defines functional value as the perceived utility that is acquired from an alternative's capacity for functional, utilitarian, or physical performance [Sheth et al., 1991] . Implied by Economic Utility Theory [Marshall, 1890; Stigler, 1950] , functional value is presumed to be a primary driver of individual choice. Where social networking is concerned, personal network management, both maintenance and extension, represents a key functional utility that
Figure 1. Social Networking Site Use-A Value Perspective
one derives through site use [Nielsen, 2009] . Average users of Facebook, for example, maintain 130 friends [Facebook, 2010] . Through profile browsing and search functions, networking site members actively engage in managing the old contacts, finding the alike, making new acquaintances, and expanding their own relationships. Providers of networking sites have continued to refine their services to facilitate member network management. Facebook, for example, launched a new friends page in 2009 to help members find old and organize their existing connections with higher efficiency [Roche, 2009] . When an online user perceives that a networking site successfully helps him or her reach the value in network management, it is likely that the members will develop a positive attitude toward the site. Hence, we expect:
H2: Perceived value in network management will positively relate to attitude.
The opportunities in personal network management are dependent on the number of related others at the same site [Hsu and Lu, 2004] . Critical mass is the point where sufficient users have used a technology so that its continuous usage is self-sustaining [ Van Slyke, Ilie, Lou, and Stafford, 2007] . Unlike other technologies, a social networking site is a community-based service, and it requires collective efforts and interdependency among the members. As a result, the benefit of using a networking site for network management purpose cannot be achieved by an individual unless the site contains a significant number of members with whom one may associate [Lou, Luo, and Strong, 2000 ]. More members offer greater opportunities in interpersonal contact and relationship acquaintance through activities such as grooming and poking [Tufekci, 2008] . Therefore, a site member may perceive a high potential in reaching social network management when he or she perceives a satisfactory critical mass [Wasko, Teigland, and Faraj, 2009 ]. We expect:
H3: Critical mass will positively relate to perceived value in network management.
TCV defines social value as the perceived utility that is acquired from an alternative's association with one or more specific social groups [Sheth et al., 1991] . Products and services often possess symbolic or conspicuous value in excess of their functional utility [Veblen, 1899] . Therefore, social value is measured on a profile of choice through imagery as individuals choose certain products or services to acquire a desired social image to be evoked beyond its functional performance. Guo suggested that networking sites enhance one's social image as site use was often deemed to be "cool" and "trendy" by the members [Yi, 2010] . Through in-depth interviews with informants, Lee et al. found that using a social networking site allowed its members to show off and gain popularity [Lee, Im, and Taylor, 2008] . Individuals are likely to develop a positive attitude toward networking sites when they perceive that the site use boosts their social images in the reference group. Hence we postulate:
H4: Perceived value in social image will positively relate to attitude. Article 7
Individuals strive to keep an improved social image through their active engagement in networking sites. The desire to remain popular and acceptable motivates one's efforts to conform to the existing norms of the social group [Newman and Newman, 1976] . Social conformity is a personal trait that assesses the extent to which individuals adopt a certain course of action that is sanctioned by their peer group. Conformity is a measure of behavioral disposition, and it affects how one cooperates, fits in, gets along with others, and avoids negative evaluations [Schlenker and Weigold, 1990 ]. Individuals with low social conformity tend to disregard the judgment of the peers and devalue the significance of self-images that others hold, and hence less appreciate the value of a networking site in altering their images. On the contrary those with high social conformity place high value in their social images and greatly appreciate the utility of networking sites in boosting their social status. In other words, social conformity may bias one's perception about the potential value of a social networking site in fulfilling his or her social image needs. Given the same networking site, users with low social conformity are likely to underestimate the values in social image, whereas those with high social conformity tend to overestimate the values in social image. Therefore:
H5: Social conformity will positively relate to perceived value in social image.
TCV defines epistemic value as the perceived utility that is acquired from an alternative's capacity to satisfy a desire for learning [Sheth et al., 1991] . Social networking sites introduce great opportunities for members to go beyond their everyday life experience and engage in "social learning" that is enabled through extended access and conversations with an online community [Bingham and Conner, 2010] . By using social networking sites, members meet new friends and join group activities to appreciate different cultural values, personal perspectives, and life stories of the other members. Social networking sites, therefore, encourage knowledge transfer and allow members to share and discover in a nonstop manner. Learning through networking sites not only supplements knowledge acquired through daily routines, it also complements knowledge that an individual is rarely able to obtain otherwise. When one perceives that a networking site satisfies his or her craving for learning, an online user is likely to develop a positive attitude toward it. We posit:
H6: Perceived value in learning will positively relate to attitude.
Members' learning process is enabled through continuous information collection efforts [Rosen and Kluemper, 2008] . Therefore, quality of the information that is shared by other members largely determines the outcome of one's learning inquiries. The qualities of disclosed member information vary across a networking site. Gross, Acquisti, and Heinz [2005] , for example, found that about 90 percent of the names on Facebook were truthful, leading some to describe Facebook as the Google of people. On the other hand, members were also found to supply inaccurate, incomplete, and unreliable information so as to avoid frauds or thefts [Tesh, 2009] . Learning is fulfilled only when members can acquire information of each other. Low quality of member shared information will reduce the efficiency of this learning process; members may not be able to develop a full understanding of their peers and the community, leaving their craving for learning unfulfilled. And thus we expect:
H7: Information quality will positively relate to perceived value in learning.
TCV defines emotional value as the perceived utility that is acquired from an alternative's capacity to arouse feelings or affection [Sheth et al., 1991] . A key emotional response associated with using a social networking site is the perceived enjoyment. Perceived enjoyment is defined as the extent to which using a system is perceived to be enjoyable in its own right [Davis, Bagozzi, and Warshaw, 1992] . It is often referred to as the hedonic component of an information system [Hwang and Kim, 2007; Van der Heijden, 2004] . As far as networking sites are concerned, this platform allows individuals to interact with friends and family, to exchange messages, pictures, videos, and to participate in groups and events. Therefore, the use of these sites are hedonic as users experience fun and entertainment [Wang et al., 2008] . Prior studies summarized adventure, escapism, and affiliation as the foremost enjoyment at a networking site [Wu, 2009] . We expect that members are more inclined to favor a networking site when they find it enjoyable.
H8: Perceived value in enjoyment will positively relate to attitude.
Prior studies have pointed out that the quality of information exchanged in a social platform may affect the affective use experience. In their study of online retailing, Ahn, Ryu, and Han [2007] found evidence that high quality information helped users generate fun. Similarly Zhu, Tsai, and Huang [2010] confirmed that information quality cultivated playfulness. In the context of social networking sites, Zhou, Li, and Liu [2010] suggested that the quality of information shared in social networking sites improved the flow experience and sensation. Therefore, we expect that:
H9: Information quality will positively relate to perceived value in enjoyment.
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Literature suggests that website design features, such as social presence, are instrumental in shaping user experience [Lee, Kozar, and Larsen, 2009] . Social presence is defined as the extent to which a computer medium allows a user to experience others as being psychologically present [Fulk, Steinfield, Schmitz, and Power, 1987] . Prior studies have identified website designs that facilitate the establishment of social presence, including emotive text and pictures [Hassanein and Head, 2006 ], personalized greetings [Gefen and Straub, 2003 ], human audio [Lombard and Ditton, 1997] , and human video [Kumar and Benbasat, 2002] . Lombard and Ditton [1997] suggested that one of the most prominent psychological impacts of social presence was enjoyment. Yoo and Alavi [2001] also noted that social presence might foster a psychological connection between users and a Web system and renders the latter more fond. Therefore, we postulate:
H10: Social presence will positively relate to perceived value in enjoyment.
TCV defines conditional value as the perceived utility that is acquired by an alternative as the result of the specific situation or set of circumstances facing the choice maker [Sheth et al., 1991] . Sheth [1974] and Sheth et al. [1991] underlined key forms of conditional value in individual choice as the potential loss due to consumption inhibitors such as threats, pressure, and worries that stem from the surrounding environment. Using social networking sites comes with cost, and members may consider it risky [Hu and Kettinger, 2008] . Perceived risk is defined as the significant and disappointing outcomes that may be realized [Sitkin and Pablo, 1992] . Prior studies have pointed out that users of networking sites may experience identity theft, monetary loss, or reputation damage [Dumitru, 2009; Prince, 2008] . Therefore, risk is high in using these websites, and it is likely to cast a negative impact on member attitude toward the sites. The existing literature of TCV has advocated the inclusion of perceived risk as a conditional value [Andrews, Kiel, Drennan, Boyle, et al., 2005] . We posit:
H11: Perceived risk will negatively relate to attitude.
Perceived risk may be influenced by members' value of privacy [Steel and Fowler, 2010] . Value of privacy refers to the importance an individual places on personal privacy [Fisher, 2002] , and it may be cultivated by individual disposition, culture, and past privacy invasion experience [Awad and Krishnan, 2006; Milberg and Burke, 1995] .
Interactions on networking sites give rise to privacy release as one discloses identity, interest, and personal opinions into publicity [Chen and Williams, 2009] . Privacy divulged may be subsequently used against one's will for purposes such as stalking, embarrassment, and extortion. At a high privacy value, members tend to exaggerate the uncertainties in privacy breach and abuse, exhibit unwarranted confidence in their judgment, and overestimate the risks in using social networking sites [Wang, Chen, Herath, and Roa, 2009] . When privacy value is low, on the contrary, members are likely to underestimate the risks that may be incurred. Therefore, we expect:
H12: Value of privacy will positively relate to perceived risk.
Perception of risk in using a social networking site may also be shaped by individuals' belief of the computing environment. Internet risk perception measures one's uneasiness about using Internet . Internet is known for the prevalence of cyber threats which significantly jeopardize online users and businesses [Grazioli and Jarvenpaa, 2000; Pavlou, 2003 ]. Internet risk perception may lead decision makers to exaggerate uncertainties in networking sites, exhibit unwarranted confidence in their judgment, and subsequently overestimate the risks in using social networking sites ]. Members of social networking sites have varying levels of Internet risk perception as a result of their prior Internet use (e.g., online shopping) and outcome history. It is common for one to become reluctant to use a networking site because the sense of Internet risk may be overwhelming. Therefore, we expect:
H13: Internet risk perception will positively relate to perceived risk in site use.
IV. RESEARCH METHODOLOGY Measurement Development
Measurement items for the principal constructs in this study were borrowed from existing measures to improve validity [Stone, 1978] . The detailed measurements of the principal constructs and their sources are shown in Appendix A. The survey instruments were pretested with sixty users of a social networking site to check the psychometric properties of the measurement scales [Churchill, 1979] . Following these pretests, the measurement instruments were shortened, refined, and validated for their statistical properties.
Survey Administration
The research model was tested using survey data. We collected survey responses from 222 college students who took undergraduate courses at a large institution in the Midwest-region of the United States. College students are a significant segment of social networking site users. A recent Pew survey showed that college students represent the largest portion of Facebook users [Lenhart, Purcell, Smith, and Zickuhr, 2010]. As a result, the student sample is Volume 33
Article 7 appropriate for the current research. The respondents were recruited from four undergraduate courses that were offered in a business college. The samples consisted of business and non-business major undergraduates; as a result, the samples were heterogeneous. Respondents were guaranteed both confidentiality and access to the aggregated survey results. Participation in the survey was voluntary. Table 2 provides the descriptions on respondent demographic information. 
V. ANALYSIS AND RESULTS
We tested the research model using structural equation modeling analysis. We used partial least squares (PLS), which employs a component-based approach for estimation and places minimal restrictions on sample size and residual distributions. PLS is best suited for testing complex relationships by avoiding inadmissible solutions and factor indeterminacy [Chin, 1998] . PLS also supports exploratory research. Our article studies an important yet understudied research perspective (i.e., TCV), and it adopts a complex research model; therefore, PLS is appropriate. Table 2 reports the correlation matrix, the AVEs, and the descriptive statistics of the principal constructs. Measurement reliability is assessed using composite reliability [Werts, Linn, and Joreskog, 1974 ] and Cronbach's alpha [1971] . Fornell and Larcker suggested that a composite reliability of .70 or greater is considered acceptable for research [Fornell and Larcker, 1981] . Nunnally suggested that a Cronbach's alpha of .70 or greater is considered acceptable for research [Nunally, 1978] . As in Table 3 , the internal consistencies of all variables are considered acceptable since they exceed .70, signifying satisfactory reliability.
Measurement Model
Convergent and discriminant validity are inferred when (1) the square root of each construct is larger than its correlations with the other constructs (i.e., the AVE shared between the construct and its indicators is larger than the AVE shared between the construct and the other items), (2) all AVEs are greater than .50, and (3) the PLS indicators load much higher on their hypothesized construct than on other constructs (i.e., own loadings are higher than cross loadings) [Chin, 1998] . As shown in Table 3 , the square roots of the AVE are all greater than 0.5 and greater than all other cross correlations, indicating that the variance explained by each construct is much larger than the measurement error variance. As in Appendix B, all items load high on their own constructs. These tests validate the measurement properties of principal constructs.
Since the research data was collected from a single survey, we checked for the common method bias. First, the Harman's one-factor test was performed by including all the variables in a principal components factor analysis [Podsakoff, MacKenzie, Lee, and Podsakoff, 2003 ]. Common method bias exists when one single factor emerges or when one factor accounts for the majority of the covariance among the variables. The results showed that none of emergent factors explained the majority of the covariance. Second, the partial correlation method was performed by adding the highest factor that was produced in principal component factor analysis into the PLS model as a control variable. This factor did not significantly increase the variance explained by the research model, indicating no common method bias. Third, the correlation matrix was examined for highly correlated factors. The common method bias exists when there are extremely high correlations (r > .9). Table 3 does not reveal such evidence.
Structural Model
The PLS path coefficients are shown in Hypotheses 3, 5, 7, 9, 10, 12 , and 13 are supported.
VI. DISCUSSION AND CONCLUSION
Social networking sites provide an open platform to accommodate online users and enable them to develop interpersonal networks and enjoy friendships [Wang, 2009] . Social networking sites continue to increase in popularity. The latest Pew survey shows that worldwide 47 percent of online adults used social networking sites and that 73 percent of teens and young adults were members of at least one social network [Lenhart et al., 2010] . A 2010 Nielsen report found that the world spent over 110 billion minutes on social networks, and the numbers of people visiting these sites increased by 24 percent over the last year [Nielsen, 2010] . To sustain the success of a Article 7 social networking site, it is important that users continuously and constantly use the site to maintain its vitality. Site use leads to users' active engagement in communal activates, growth and expansion of cross-site social relationships, increased volume of site visits and traffic, and an accumulation of user generated digital contents. Despite its strategic importance, recent studies confirmed that some members had started reducing their use and even abandoned social networking sites [della Cava, 2010; Swearingen, 2008] . Drawing on TCV, the current study explores individual voluntary use of a networking site through a value system approach. The research model thus developed highlights functional, social, epistemic, emotional, and conditional values as key values that individuals derive through their use of a networking service; the research argues that these values subsequently affect online users' attitudes and actual site use behavior. In addition, the research model posits that service attributes (e.g., critical mass and information quality), personal traits (e.g., social conformity and value of privacy), website design (e.g., social presence), and the computing environment (e.g., Internet risk) jointly shape the perceived values. We collected survey data from 222 social networking site users to validate this research model and found strong support on all the research hypotheses.
Before a discussion of the contributions and implications of this study, some limitations that create interesting opportunities for future research must be acknowledged. First, we test the current research model using survey data that is collected from 222 samples. While this sample size is comparable to prior studies [Lo, 2010; Lo and Riemenschneider, 2010; Wang et al., 2008] , it is a small sample and may limit the power of the statistical analyses. Future research that employs a greater sample size is needed to validate the research model. Second, the current study recruits college students as the research sample. While college students present the largest user group of leading networking sites such as Facebook, others such as teenagers and working adults over age twenty-two are actively engaged in Facebook. And thus the results must be treated with caution in terms of its generalizability to other user populations of social networking sites. It is imperative that new studies validate the research model among these populations. Third, the current study employs a cross-sectional design and does not allow us to observe the longitudinal impact. Hence, the results should be treated with caution, in that causality cannot be inferred with cross-sectional data. While a longitudinal analysis is preferred, solid cross-sectional models must first be established before future research can examine their viability over time [Pavlou and El Sawy, 2006] . Fourth, the current study utilizes self-reported survey data to assess online use behavior at a networking site. In his study of social networks, Whinston [2009] noted that self-reported data "reveal information that the user is willing to provide which might be biased or even inconsistent with her actual opinion or behavior." Future research may employ objective measurements to assess the actual disclosure of the research samples. Fifth, the current study has explored a limited set of antecedents to the value constructs. These antecedents are suggested by the pertinent literature, and they have received strong support from the empirical test. Future studies may enrich the research model by incorporating more antecedents that are informed by findings of relevant literature. Yet an expansion as such may inevitably complicate the research model and distract the research focus. To this end, an alternative is to develop a series of studies that examine individual value constructs and explore their respective antecedents. Sixth, our results are applicable to social networking sites such as Facebook and may not apply to other types of networking sites. Take Match.com for example. The values consumers can derive from this network depend on the number of potential "dates" on the network, but consumers can also face an increasing disutility with every additional "date seeker" using the same platform, as the presence of other users makes it harder for the user to find "the perfect date." As a result, the network expansion (the functional value) may have mixed impacts (both positive and negative) on an individual's usage of such social networking site. Prior studies, such as Li, Liu, and Bandyopadhyay [2010b] , have explored the potential negative impact of network expansion for social networking sites featuring a two-sided market. Therefore, the findings that are reported in the current study must be treated with caution in terms of its generalizability to other social networking sites. Moreover, our study does not explicitly consider the costs that are associated with site usage. Typical costs such as time and opportunities may incur for an average user to interact with a networking site. Therefore, future studies may consider both the benefits and costs factors. Lastly, it is likely that the dimensions of perceived value may be dependent on each other. For example, social value and epistemic value may influence emotional value. Future studies may examine such potential relationships.
This study makes a twofold contribution. First, it systematically captures the major values of social networking sites that affect site use. Existing literature on networking sites has surveyed a random set of networking service values, and the accumulated knowledge is limited [Hu and Kettinger, 2008; Wu, 2009 ]. It does not do a fair job of presenting the real significance of a networking site as a promising information systems artifact, nor does it allow researchers to identify the key service values that may encourage member site use. The current study fills this research gap by generating a broad view of user-perceived values that are theory-informed. The research confirms that network expansion, social image, learning, enjoyment, and risk are the major values that one receives in using social networking services. Second, the current study extends TCV by identifying the major sources of influence on perceived consumption values. TCV is constrained in its inability to generate actionable guidance that allow service vendors to achieve the desired consumption values. In the context of social networking sites, we found that networking service attributes (e.g., critical mass and information quality), personal traits (e.g., social conformity and Volume 33
Article 7 value of privacy), website design features (e.g., social presence), and computing environment (e.g., Internet risk) jointly shaped one's perceived value in using a networking site. These findings provide a rich account of the stimuli to the value perceptions and offer directions for service vendors to improve their services for higher perceived values.
The current study also provides managerial insights and guidance to the social networking service vendors. Site use adds vital support to the sustainable success of networking sites, and social network service providers may stimulate the use extent by improving perceived consumption values. To boost network extension value, service vendors may increase the perceived critical mass through improved site designs, intensive promotions, potential user discovery, and user education programs [Chan, Gong, Xu, and Thong, 2008; Li, Chau, and Slyke, 2010a; Sledgianoski and Kulviwat, 2008] . Psychology literature pointed out that personality is malleable and may be reformed given proper incentives from the task environment [Markus and Nurius, 1986] . To this end, site-wide campaigns that promote a cooperative and communal culture are likely to inspire members to turn conformable and subsequently recognize higher utility of networking services into enhancing social images. When learning value is concerned, vendors may adopt management policies that advocate greater information quality in social exchanges. For example, vendors may choose to reward members who offer accurate, complete, and reliable information with positive reinforcements (e.g., virtual currency) while punishing the publication of low-quality information [Arazy, Kumar, and Shapira, 2010; Zheng and Jin, 2009] . To leverage users' enjoyment, service providers may increase website social presence through the adoption of emotive text, human pictures, personalized greetings, and human audio and/or video [Gefen and Straub, 2003; Hassanein and Head, 2006; Kumar and Benbasat, 2002] . Our research notes that an individual's Internet risk perception affects his or her site-use risk perception. To this end, public awareness and educational campaigns may be exercised. Educational campaigns are suggested to improve end-user knowledge and skills in combating Internet threats and consequently reduce the perceived risks of being attacked [Marcolin, Compeau, Munro, and Huff, 2000; Staples, Hulland, and Higgins, 1999] . Awareness programs help remove the cognitive bias pertaining to Internet risks and cultivate a healthy and accurate risk assessment. Our findings also suggest that members' perception of site-use risk grows out of concerns for privacy abuse. Prior studies suggest that appropriate policy designs may reduce the likelihood of privacy breach and avoid subsequent abuse [Liu, Marchewka, Lu, and Yu, 2005; Stewart and Segars, 2002] . Vendors may also protect member privacy through technical solutions by using privacy-aware system architecture and software features that offer users the ability to search and query information, reasoning about intelligent actions with respect to privacy preservation [Chen and Williams, 2009 ]. Our results suggest that perceived enjoyment and risk have the greatest impact on members' site-use decisions. As a consequence, vendors of networking services may prioritize their improvement efforts in these two aspects.
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